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ABSTRACT 
 
Purchase intention measures the behaviour of the consumer in buying a 
product. The emergence of organic market has created a demand for beauty and 
personal care products. Therefore, many factors that lead to the  purchase intention of 
consumers need to be realised by marketers in order to maximise sales and 
competitiveness in the current marketplace. This study investigated consumer values 
of personal (environmental consciousness, religious obligation) and  perceived 
(quality and safety) that influence attitude toward the purchase intention of organic 
personal care product as well as the mediating effect of attitude and mediator roles of 
brand trust. Hence, purposive sampling technique was employed and a total of 165 
female respondents has participated in the quantitative survey of structured self-
administrative questionnaires following its validation and constructions before 
subjected to analysis using structural equation model in SMARTPLS Software. The 
findings revealed that purchase intention in the consumers was moderate and attitude 
were powerful force in influencing the buying behaviour. This study also extends the 
Theory of Planned Behaviour by including perceived value dimensions as the 
antecedents of attitude in the model. The findings supported most of the hypothesised 
relationships linking the personal and perceived factors with attitude toward 
consumer’s purchase intention of organic personal care products. Improved labelling 
on the packaging would lead to a more positive attitude toward purchase intention by 
increasing consumer’s confidence via brand trust. In contrast, perceived safety value 
was not important in predicting attitude. Similarly, the influence of religion 
obligation on purchase intention was not supported. In terms of ranking with regards 
to the prediction of purchase intention, environmental consciousness was the most 
important predictor followed by the perceived quality value.  
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ABSTRAK 
 
Niat membeli boleh mengukur kelakuan pengguna dalam membeli produk. 
Kemunculan pasaran organik telah mewujudkan permintaan untuk produk 
kecantikan dan penjagaan diri. Oleh itu, banyak faktor yang menyebabkan niat 
membeli pengguna perlu dikuasai oleh pemasar untuk memaksimumkan jualan dan 
menjadi kompetitif di pasaran semasa. Kajian ini menyiasat nilai-nilai pengguna 
peribadi (kesedaran alam sekitar, kewajipan keagamaan) dan nilai-nilai persepsi 
pengguna (kualiti dan keselamatan) dalam mempengaruhi sikap terhadap niat 
membeli produk penjagaan diri organik serta kesan mediasi sikap dan perantara 
kepercayaan kepada jenama. Oleh itu, teknik persampelan bertujuan telah digunakan, 
dan seramai 165 responden perempuan telah mengambil bahagian dalam kaji selidik 
kuantitatif berstruktur menggunakan soal selidik kendiri berikutan pengesahan dan 
pembinaannya sebelum tertakluk kepada analisis menggunakan model persamaan 
struktur dalam Perisian SMARTPLS. Penemuan menunjukkan bahawa niat membeli 
di kalangan pengguna adalah sederhana, dan faktor sikap adalah sangat berkuasa 
dalam mempengaruhi tingkah laku pembeli. Kajian ini juga memperluaskan Teori 
Tingkah laku yang Dirancang dengan memasukkan dimensi nilai tanggapan yang 
boleh membentuk sikap dalam model. Penemuan ini menyokong sebahagian besar 
hubungan yang berpandangan jauh dalam menghubungkan nilai peribadi, faktor 
tanggapan, dan sikap terhadap niat pembelian produk penjagaan diri organik. 
Pembaikan pada pelabelan diatas pembungkusan akan membawa kepada sikap yang 
lebih positif terhadap niat membeli dengan meningkatkan keyakinan pengguna 
melalui kepercayaan kepada jenama. Sebaliknya, nilai keselamatan telah dianggap 
tidak penting dalam meramalkan sikap. Begitu juga, pengaruh kewajipan agama 
terhadap niat membeli tidak disokong. Dari segi kedudukan terhadap ramalan niat 
membeli, kesedaran tentang alam sekitar merupakan peramal yang paling penting 
diikuti pula oleh tanggapan nilai kualiti. 
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This chapter begin with an overview of the study, statement of problems, 
research questions, research objectives, significance of the study and the key terms 
used in the study. These are followed with discussion on the contribution of the 
study. Finally, this chapter ends with an outline of the entire thesis. 
1.2 Background of The Study 
Beauty and personal care products have always been the attention of many 
people especially women. In Malaysia, the industry of beauty and personal care 
products continue to record positive growth each year (Ghazali, Soon, Mutum and 
Nguyen, 2017). The rising of consumer awareness on hazardous synthetic chemicals 
and environmental deterioration has influenced the need for a healthy lifestyle and 
organic green products. Hence, the market for green and organic cosmetics is 
expanding globally as well locally (Yunus, Mat Som, Abdul Majid, Aziz and Khalid, 
2018). 
The force of this go-green awareness has reached the Asians, as many 
environmental threatening issues been debated imposes the government and local 
citizen to do some action (Lee, 2008). The go-green concept is novel to Malaysian 
consumers, as a result, many campaigns have continuously been conducted to 
educate them (Golnaz, Phuah, Zainalabidin and Mad Nasir, 2013) and greener action 
as well as products were introduced to the consumer. For example, the government 
has imposed no plastic bag to be used in shopping places during weekend and  
encouraged usage of biodegradable plastic bags (Saleh Omar, Quoquab and 
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Mohammad, 2019). Following this, manufacturers started to produce organic 
products in many industries namely clothing, food, cosmetics and personal care 
product.  
Organic personal care product refers to a high-quality product with minimal 
usage of chemicals. Some of the products offer features like the eco-friendly, 
environmentally friendly, biodegradable and chemical-free product. Natural herbs 
were also used as the main ingredient of the product, which was plant-based and 
suitable for vegetarians. The products were not tested on animals and did not consist 
of any bi-product of an animal.  
The behaviour of the consumer toward organic and green product would 
depend on their understanding and knowledge of the product. While the westerners 
viewed green product and its related initiative indirectly cause less harm to the 
environment, Malaysian consumers feel that green products as “speciality-high 
priced” product and specifically intended for a certain group of consumers 
(Shahnaei, 2012). A survey conducted in 2008 by Information group Taylor Nelson 
Sofres on the aspect of Malaysians eco–friendliness behaviour and habits, revealed 
that only 8 per cent of the consumers indicated that they have changed their attitude 
in a way that greatly benefits the environment (Sharaf, Isa and Al-Qasa, 2015). 
Perhaps, other factors could have acting in persuading the attitude toward purchasing 
of these organic products. Other than environmental consciousness, values like 
quality and safety could have influenced these consumers. The fact that multi-racial 
and -religion background of consumers in Malaysia, a more recent survey and study 
could be beneficial to evaluate their current attitude. 
Pressures from government and environmentalists for ecological approaches 
have forced the manufacturers to alter their way in producing more greener approach 
despite the actual demand from the market for an organic product. Thus, marketers 
need to understand the business world especially consumers and devise a suitable 
marketing strategy to be competitive in today’s market. 
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1.3 Problem Statement  
Recent studies suggested that evidence on consumers’ purchasing intention 
and behaviour with regards to organic personal care products in Malaysia is still 
limited (Ghazali et al., 2017; Mohammad, 2017; Tseng and Chang, 2015). Majority 
of studies were conducted on explaining the relation of consumer purchase intention 
by characterising the perceived values of consumers for buying green or natural 
products (Ghazali et al., 2017; Johnstone, and Yang, 2016; Schleenbecker and 
Hamm, 2013). Given the current trends in organic and the increased demand for 
organic products, much attention has been given to the rapid growth of organic food. 
However, little was known about the different factor that could lead the consumer 
intention in decision making toward organic personal care product. Thus, this study 
sought to provide additional insight as well as to determine factors for understanding 
the behaviour of consumers in purchasing organic personal care product in the 
marketplace while incorporating the aspect of mediation and moderation role.  
To date, many analogies exist between consumer choices regarding organic 
foods and organic personal care products. (Beltran, 2019; Chu, 2018, Ghazali et al., 
2017; Teng and Wang, 2015; Wang, 2015). Thus, it has been suggested that the 
future study using empirical quantitative method and utilising some findings from 
previous study related to the organic food produce on consumer values and its 
relation to the purchase intention and behaviour may facilitate understanding on 
consumers’ choices for organic personal care products and green marketing (Ghazali 
et al., 2017; Alena and Bilal, 2014). Practically, this would serve the gaps between 
marketing and sales manager’s as the outcome could be one of the primary inputs for 
forecasting future sales and dictating the best actions that would impact consumers’ 
purchase behaviour. 
Malaysia has recorded positive growth in the specific industry, which is 
mostly focusing on women. In 2016, cosmetic products worth of $280 million of 
recognised brands such as Cosmoderm, Ginvera, Forest Secret, Bio-essence and 
Silky Girl were exported out of Malaysia (Cosmetics Export to grow faster this year, 
The Malaysian Reserve, 2017). Being the second largest industry after organic food, 
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beauty and personal care products have received less attention from the researchers 
(Saleem and Recker, 2014). The factors that govern particularly intention and 
behaviour of consumer in buying these organic products with the correlation of their 
personal and perceived values are still obscure and need to be elucidated (Tan, 
Johnstone, Yang, 2016; Thorsoe, Christensen and Povlsen , 2016; Schleenbecker and 
Hamm, 2013). 
Though dominant factors in consumer’s purchase intention were known, 
other factors such as personal values and perceptions values had shown low to 
moderate significant values by affecting various consumer groups such as urbanite 
and conventional (Tan, Johnstone, Yang, 2016; Rahbar and Wahid, 2010). Further, 
varying studies’ outcome of consumers personal values on purchasing intention of 
organic products suggests that environmental consciousness and consumers attitude 
affects consumer decision on purchasing organic products (Ghazali et al, 2017; 
Azizan and Suki, 2016; Ling 2013). Government policies and pressures from 
environmentalist could contribute to the difference in the behaviour of consumers 
towards green marketing and organic products according to localities. Furthermore, 
the wide promotion of religion and accessibility of knowledge through social media 
and the internet could impact the consumers’ decision and attitude.  
Nevertheless, the market for organic product may constitute an important 
sector in Malaysia especially for personal care products because it has become part 
of the urban culture (FMI, 2015). Besides, the transitions of Asian consumers into 
herbal and organic products been demonstrated by the increasing rate of organic 
market’s annual growth of 9.7% during the forecast year of 2014 to 2020 has shown 
that organic products were becoming appealing in this region. Hence, understanding 
the underlying factors that influence these consumers is vital for developing a 
competitive advantage that will be sustainable in the future.  
The current situation in Malaysia, many studies were conducted on organic 
food industry (Ibrahim, Hall and Ballantine, 2019; Mohd Suki, 2018; Haris et al., 
2018; Hassan, Yee and Ray, 2015) compared to organic personal care products. 
(Ghazali et al., 2017; Abd Rahman, Asrarhaghighi and Abd Rahman, 2015; Ahmad, 
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Omar and Rose, 2015) So far, only eight studies that specifically described the 
attitude of consumers in purchasing organic personal care (mostly cosmetics) that 
were obtained mainly from certain states of Malaysia. One of the recent study 
conducted by Suki (2016) identified that 60 out of 100 (60%) of women decision on 
buying organic cosmetic were based on attitude values. Meanwhile, another study 
done by Ghazali et al. (2017) in two major cities of Malaysia only focuses on the 
factors that influence the re-purchase of consumer toward organic personal care 
product instead of the intention of purchase. Whereas, a study by Wee, Ariff, 
Zakuan, Tajudin, Ismail and Ishak (2014) put focus on the actual purchase. By far, 
very few studies have reported on mediating aspect of attitude (Sharaf, 2015; Aman, 
Haron and Hussein, 2012; Yeon Kim and Chung (2011), meanwhile two studies have 
reported on significant moderator roles of perceived benefits (Ismail and Mokhtar, 
2016) and the willingness to pay (Ling, 2013) toward purchase intention. However, 
the effect of consumers’ values on attitude while simultaneously investigating 
mediating and moderating roles toward purchase intention of personal care products 
in major cities of Malaysia has not yet been reported.  
Though many studies revealed relationship between attitude and purchase 
intention, their original relationship could be altered by the presence of mediating 
and moderating factors. Hence, these factors of perceived and personal values 
including brand trust in mediating and moderating the relationship could not be 
disregarded. Nevertheless, without the current information on the level of purchase 
intention of organic personal care product, the overall behaviour of the consumers  
could not be achieved. The main concern has raised in environmental values that are 
well known serve as major determinant of purchasing personal care products in many 
western countries and now in Asia countries, which now are making transition into 
green consumerism as well as competing in becoming leaders in manufacturing 
personal care products in Asian region. The marketing practitioner and manager need 
to assess precisely the factors that consumer value and predict the acceptance of 
green and organic product in the market. Hence, based on this importance and 
findings of previous studies, has led us to determine the level of consumer purchase 
intention among consumer in Malaysia, the relationships of values and attitude 
toward purchase intention of organic personal care product as well as mediating role 
of attitude and moderating effect of brand trust towards purchase intention. It is 
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comprehensive findings, which would be valuable in predicting market trends and 
poses theoretical and practical importance to marketers and business owners. 
1.4 Research Questions 
Based on the research background and problem statements, this study seeks 
to address the following research questions. 
  
1. What is the level of consumer purchase intention among consumer in 
Malaysia? 
2. Does personal values and / or perceived values has significant relationship 
between  attitude toward purchase intention? 
3. Does attitude mediates the relationship toward purchase intention?  






1.5 Research Objectives 
The following were the general objectives of this study : 
 
1. To determine the level of consumer purchase intention behaviour among 
consumer in Malaysia toward organic personal care product. 
2. To determine whether the consumer  personal values and/ or perceived values 
has significant relationship between attitude toward purchase intention.  
3. To examine whether consumer  attitude mediates the relationship  towards 
purchase intention. 
4. To examine whether brand trust moderates the relationship between 
consumer attitude and  purchase intention. 
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1.6 Operational Definition of Terms  
Some important terms appearing frequently in this study are briefly defined 
as follows:  
1. Personal care product 
 
The personal care product industry includes a wide range of products 
dedicated to health and beauty, including perfumes, sunscreen, hair and skincare 
products, cosmetics and toothpaste. 
2. Organic Personal Care Product 
 
Organic personal care products offer a high percentage of organic ingredients 
such as organic herbal and plants extract, with no sulphates, parabens, phthalates, 
artificial colours and artificial fragrances (Kim, Hee, and Chung, 2011).  
3. Purchasing intention  
 
The consumer develops a behavioural action intention regarding the 
likelihood to do an action, which is buying an organic product. Having the intention 
will lead the consumer to perform specific behaviour (Tarkiainen, and Sundqvist 
(2005). 
4. Consumer’s attitude 
 
 The consumer’s attitude in this study focuses on consumer’s likes and 
dislikes of the product. Attitude is a psychological tendency that is expressed by 
evaluating a particular entity with some degree of favour and disfavour (Eagly and 
Chaiken, 1998). 
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5. Consumer’s environmental consciousness 
 
This is the consumers’ concerns about green issues that influence their 
attitude towards a product and purchase behaviour’s especially for the ecological or 
environmentally friendly product (Dagher, Grace, Itani, and Kassar, 2015).  
6. Religiosity obligation  
 
Religiosity obligation means the consumers are alert of whether the product 
meets their religious principles that influence on consumer values, habit and attitude 
(Evans, Sutterfield, Morgan, and Mandella, 2012) 
7. Perceived Quality of Product 
 
Perceived consumer values on the product quality signify consumer’s attitude 
towards the product as to whether the product meets the standard quality and 
expectation, based on their performance and smell (Mondelaers, Koen, Verbeke, and 
Huylenbroeck, 2009). 
8. Perceived Product safety 
 
Perceived consumer values on product safety indicate consumer’s attitude as 
either the product meet the safety standard of a product and their expectation. The 
consumer value a product based on its product safety attribute (Arvanitoyannis, 
Krystallis, 2005). 
9. Brand trust 
 
Brand trust is the willingness of an average consumer to rely on the ability of 
the brand to perform its stated function ( Chaudhuri and Holbrook 2001). 
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1.7 Scope of The Study 
This study was conducted among consumers in Malaysia through purposive 
sampling, which focuses on female consumers who have at least experienced using 
organic product and have bought an organic personal care product in the past three 
months. The consumers filled the questionnaires prepared for the study at a mall 
intercept conducted in three main cities of Southern Malaysia. Thus, this study 
examines Malaysian consumers’ attitudes toward the purchase intention of organic 
personal care product and seeks to understand the relationship between personal and 
perceived values toward purchase intention. Based on an extensive review of the 
literature, the study focuses on the factor of environment, religiosity, quality and 
safety value. Identification of the effect of each factor and its relationship towards 
purchase intention relating to organic personal care product ensures a greater 
understanding of the consumers in Malaysia that will have both theoretical and 
practical significance for marketers.  
1.8 Significance of The Research 
The study also expands on Ajzen (1991) Theory of Planned Behaviour (TPB) 
and develops a conceptual model which links intention to the consumer buying 
behaviour. From perceived values to green consumers’ attitudes, which in turn 
influence their purchase intention into buying a product. In particular, by 
investigating the effect of attitude, personal and perceived values on purchase 
intention, the framework is tested and validated in the context of organic personal 
care product. In doing so, several theoretical implications arisen from the current 
study.  
Another important contribution of this study is that it focuses on purchase 
intentions as opposed to re-purchase intentions. In other words, this study examines 
factors influencing purchase intentions, which mainly to reveal the underlying factors 
that motivate purchasing for the first time. The outcome of this study, which was 
published in 2017 was among the earliest to study the influence of specific 
consumers’ personal and perceived values, such as environmental consciousness, 
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religiosity consciousness, perceived quality, perceived safety while incorporating the 
mediating aspect of attitude and moderating role of brand trust toward purchase 
intentions of organic personal care product in Malaysia (Mohammad et al., 2017). 
Other published studies that investigated purchase intention of organic personal care 
products from year 2011 till 2016  had either focuses on actual purchase or re-
purchase intention and includes only cosmetic products as well as evaluates factors 
other than being included in the current study. Hence, this study that was being 
conducted in three main cities of Malaysia extended the previous studies by 
specifically investigating purchase intention of local organic personal care brand 
originated from Malaysia. 
Though many of such studies have been conducted in the western countries, 
the findings could not be generalised in Malaysia, considering the multi-racial and 
multi-religion background of the consumers. Thus, the scope of understanding 
consumer behaviour must be extended to the Asian region especially in countries 
with similar socio-demography and economic background. The study has also 
extended previous research on organic products, such as foods and cosmetics, which 
showed that concerns regarding health, safety and environment are the key 
motivators for consumer choices.  
From a practical perspective, the findings of this study are important for the 
development of the organic industry in the Asian region, while little research has 
been done. As an integral part of the economic system, the organic goods industry in 
Malaysian is an important sector that recently has shown a remarkable improvement 
in its industry. Realising the trend that would continue to evolve in an increasingly 
dynamic business environment, it is crucial to put the initiative in understanding the 
consumers through research. The purchase intentions could be used as measures to 
predict the demand for new products as well as formulating the right marketing mix 
to maximise sales. 
Nevertheless, this study is expected to benefit several industries-linked 
parties, most importantly the marketers and manufacturers. Hence, the outcome of 
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the study could be translated into strategies by considering the consumer’s 
satisfaction and expectation of the organic personal care product. 
1.9 Organization of The Remaining Chapters 
This thesis is divided into five main chapters. The first was an introductory 
chapter that includes research background, statement of the problem, research 
questions, objectives and scope, as well as the significance of the study. The second 
chapter represents the literature review followed by the third chapter that explained 
the methodology of this study, including research design, data collection and analysis 
of the data. Next, the fourth chapter detailed the findings and statistical results of the 
hypotheses before and the findings been discussed in the fifth chapter. This chapter 
also revealed the theoretical and practical contribution of the findings as well as 
limitation of the study research and recommendations for future research.  
 
Figure 1.1 Organization of the thesis 
Introduction of the research, problem statement, research 
question and objectives 
Literature review  
Research methodology  
Empirical findings and the analysis of result 






Aaker, D.A. and Jacobson, R. (2001), “The value relevance of brand attitude in high 
technology markets”, Journal of Marketing Research, 38 (4) 
AAtkinson, L., and Rosenthal, S. (2014). Signaling the green sell: the influence of 
eco-label source, argument specificity, and product involvement on consumer 
trust. Journal of Advertising, 43(1), 33-45. 
Abd Rahman, A., Asrarhaghighi, E., and Ab Rahman, S. (2015). Consumers and 
Halal cosmetic products: knowledge, religiosity, attitude and 
intention. Journal of Islamic Marketing, 6(1), 148-163. 
Afonso, C., Gavilán, D., Martins Gonçalves, H., and García de Madariaga, J. (2017). 
Why consumers purchase organic products? The role of environment, health 
and age. In XXIX Congreso de Marketing AEMARK (2017), p 36-50. ESIC. 
Ahmad, A. N., Rahman, A. A., and Ab Rahman, S. (2015). Assessing knowledge and 
religiosity on consumer behavior towards halal food and cosmetic 
products. International Journal of Social Science and Humanity, 5(1), 10. 
Ahmad, S. N. B. B., Omar, A. B., and Rose, R. B. (2015). Influence of Personal 
Values on Generation Z’s Purchase Intention for Natural Beauty 
Products. Advances In Global Business Research Vol. 12, No. 1, ISSN: 1549-
9332, 436. 
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior And 
Human Decision Processes, 50(2), 179-211. 
Ajzen, I. (2001). Nature and operation of attitudes. Annual review of 
psychology, 52(1), 27-58. 
Ajzen, I., and Driver, B. L. (1991). Prediction of leisure participation from 
behavioral, normative, and control beliefs: An application of the theory of 
planned behavior. Leisure Sciences, 13(3), 185-204. 
Ajzen, I., and Fishbein, M. (2005). The influence of attitudes on behavior. The 





Al Abdulrazak, R. M., and Gbadamosi, A. (2017). Trust, religiosity, and relationship 
marketing: a conceptual overview of consumer brand loyalty. Society and 
Business Review, 12(3), 320-339. 
Alam, A., Usman Arshad, M., and Adnan Shabbir, S. (2012). Brand credibility, 
customer loyalty and the role of religious orientation. Asia Pacific Journal of 
Marketing and Logistics, 24(4), 583-598. 
Al-Debei, M. M., Akroush, M. N., and Ashouri, M. I. (2015). Consumer attitudes 
towards online shopping: the effects of trust, perceived benefits, and 
perceived web quality. Internet Research, 25(5), 707-733. 
Alexander, N., and Colgate, M. (2005). Customers' responses to retail brand 
extensions. Journal of Marketing Management, 21(3-4), 393-419. 
Al-Hyari, K., Alnsour, M., Al-Weshah, G., and Haffar, M. (2012). Religious beliefs 
and consumer behaviour: from loyalty to boycotts. Journal of Islamic 
Marketing, 3(2), 155-174. 
Ali, A., and Ahmad, I. (2016). Environment friendly products: factors that influence 
the green purchase intentions of Pakistani consumers. Pakistan Journal of 
Engineering, Technology and Science, 2(1). 
Ali, A., Xiaoling, G., Sherwani, M., and Ali, A. (2018). Antecedents of consumers’ 
Halal brand purchase intention: an integrated approach. Management 
Decision, 56(4), 715-735. 
Ali, A., Xiaoling, G., Sherwani, M., and Ali, A. (2018). Antecedents of consumers’ 
Halal brand purchase intention: an integrated approach. Management 
Decision, 56(4), 715-735. 
Almeida, P. F. D., and Santos, A. M. D. (2016). Primary Health Care: care 
coordinator in regionalized networks?. Revista De Saude Publica, 50, 80. 
Aman, A. L., Harun, A., and Hussein, Z. (2012). The influence of environmental 
knowledge and concern on green purchase intention the role of attitude as a 
mediating variable. British Journal of Arts and Social Sciences, 7(2), 145-
167. 
Anders, L., Strahm, S., and Zhou, Y. (2017). What drives purchase intention towards 
ethical products?: A study using modified theory of planned behaviour. 
Annunziata, A., Pomarici, E., Vecchio, R., and Mariani, A. (2016). Nutritional 
information and health warnings on wine labels: Exploring consumer interest 
and preferences. Appetite, 106, 58-69. 
 
151 
Ansari, S., and Martin, V. (2014). Women, religion and culture in Iran. 
Anuwichanont, J.,  and Rajabhat, S. D. (2011). The impact of price perception on 
customer loyalty in the airline context. Journal of Business  and Economics 
Research, 9(9), 37-50. 
Ardeshiri, A., and Rose, J. M. (2018). How Australian consumers value intrinsic and 
extrinsic attributes of beef products. Food Quality and Preference, 65, 146-
163. 
Ariffin, S., Yusof, J. M., Putit, L., and Shah, M. I. A. (2016). Factors influencing 
perceived quality and repurchase intention towards green products. Procedia 
Economics and Finance, 37, 391-396. 
Arvanitoyannis, I. S., and Krystallis, A. (2005). Consumers’ beliefs, attitudes and 
intentions towards genetically modified foods, based on the’perceived safety 
vs. benefits’ perspective. International Journal Of Food Science and 
Technology, 40(4), 343-360. 
Arvola, A., Vassallo, M., Dean, M., Lampila, P., Saba, A., Lähteenmäki, L., and 
Shepherd, R. (2008). Predicting intentions to purchase organic food: The role 
of affective and moral attitudes in the Theory of Planned 
Behaviour. Appetite, 50(2-3), 443-454. 
Aschemann‐Witzel, J., and Niebuhr Aagaard, E. M. (2014). Elaborating on the 
attitude–behaviour gap regarding organic products: young D anish consumers 
and in‐store food choice. International Journal of Consumer Studies, 38(5), 
550-558. 
Aschemann‐Witzel, J., and Zielke, S. (2017). Can't buy me green? A review of 
consumer perceptions of and behavior toward the price of organic 
food. Journal of Consumer Affairs, 51(1), 211-251. 
Asshidin, N. H. N., Abidin, N., and Borhan, H. B. (2016). Perceived quality and 
emotional value that influence consumer's purchase intention towards 
American and local products. Procedia Economics and Finance, 35, 639-643. 
Astrachan, C. B., Patel, V. K., and Wanzenried, G. (2014). A comparative study of 
CB-SEM and PLS-SEM for theory development in family firm 
research. Journal of Family Business Strategy, 5(1), 116-128. 
Atkinson, L., and Rosenthal, S. (2014). Signaling the green sell: the influence of eco-
label source, argument specificity, and product involvement on consumer 
trust. Journal of Advertising, 43(1), 33-45. 
 
152 
Awan, H. M., Siddiquei, A. N., and Haider, Z. (2015). Factors affecting Halal 
purchase intention–evidence from Pakistan’s Halal food sector. Management 
Research Review, 38(6), 640-660. 
Aziz, N. S. N. A., Wahid, N. A., Sallam, M. A., and Ariffin, S. K. (2017). Factors 
Influencing Malaysian Consumers' Intention to Purchase Green Energy: The 
Case of Solar Panel. Global Business and Management Research, 9(4s), 328-
346. 
Azizan, S. A. M., and Suki, N. M. (2013). Consumers’ intention to purchase green 
product: Insights from Malaysia. World Applied Sciences Journal, 22(8), 
1129-1134. 
Azjen, I. (1980). Understanding attitudes and predicting social behavior. Englewood 
Cliffs. 
Azjen, I. (1980). Understanding attitudes and predicting social behavior. Englewood 
Cliffs. 
Azjen, I. (1985). From intention to actions: A theory of planned behavior. In J. Kuhl, 
and J. Beckman (Eds.), Action-control: From cognition to behavior (pp. 11–
39). Berlin: Springer. 
Babin, B. J., Darden, W. R., and Griffin, M. (1994). Work and/or fun: measuring 
hedonic and utilitarian shopping value. Journal Of Consumer 
Research, 20(4), 644-656. 
Bagozzi, R. P., and Burnkrant, R. E. (1979). Attitude organization and the attitude–
behavior relationship. Journal Of Personality And Social Psychology, 37(6), 
913. 
Bagozzi, R. P., Belanche, D., Casaló, L. V., and Flavián, C. (2016). The role of 
anticipated emotions in purchase intentions. Psychology and 
Marketing, 33(8), 629-645. 
Bagozzi, R. P., Yi, Y., and Phillips, L. W. (1991). Assessing construct validity in 
organizational research. Administrative Science Quarterly, 421-458. 
Balasubramanian, K., and Krisnamoorthy, M. (2018). Going Green: Eco-Friendly 
Food Packaging Used by Malaysian Food Truck Entrepreneurs at the 29th 




Barbarossa, C., and De Pelsmacker, P. (2016). Positive and negative antecedents of 
purchasing eco-friendly products: A comparison between green and non-
green consumers. Journal of Business Ethics, 134(2), 229-247. 
Barone, M. J. (2005). The interactive effects of mood and involvement on brand 
extension evaluations. Journal of Consumer Psychology, 15(3), 263-270. 
Bartels, J., and Onwezen, M. C. (2014). Consumers' willingness to buy products with 
environmental and ethical claims: the roles of social representations and 
social identity. International Journal of Consumer Studies, 38(1), 82-89. 
Basha, M. B., Mason, C., Shamsudin, M. F., Hussain, H. I., and Salem, M. A. 
(2015). Consumers attitude towards organic food. Procedia Economics and 
Finance, 31, 444-452. 
Bauer, H. H., Heinrich, D., and Schäfer, D. B. (2013). The effects of organic labels 
on global, local, and private brands: more hype than substance?. Journal of 
Business Research, 66(8), 1035-1043. 
Baumgartner, H., and Homburg, C. (1996). Applications of structural equation 
modeling in marketing and consumer research: a review. International 
Journal of Research in Marketing, 13(2), 139–161 
Benefiel, M., Fry, L. W., and Geigle, D. (2014). Spirituality and religion in the 
workplace: History, theory, and research. Psychology of Religion and 
Spirituality, 6(3), 175. 
Bernal‐Jurado, E., Mozas‐Moral, A., Fernández‐Uclés, D., and Medina‐Viruel, M. J. 
(2017). Explanatory factors for efficiency in the use of social networking 
sites—The case of organic food products. Psychology and Marketing, 34(12), 
1119-1126. 
Bezes, C. (2016). Comparing online and in-store risks in multichannel 
shopping. International Journal of Retail  and Distribution 
Management, 44(3), 284-300. 
Biswas, A., and Roy, M. (2015). Green products: an exploratory study on the 
consumer behaviour in emerging economies of the East. Journal of Cleaner 
Production, 87, 463-468. 
Blackburn, R. S., and Briddell, C. G. (2017). Advances in bio-derived cosmetic 
ingredients. Household and Personal Care Today, 12(6), 80-81. 
 
154 
Bodibe, S., Chiliya, N., and Chikandiwa, C. T. (2016). The factors affecting 
customers’ decisions to adopt Islamic banking. Banks and Bank 
Systems, 11(4), 144-151. 
Bong Ko, S., and Jin, B. (2017). Predictors of purchase intention toward green 
apparel products: A cross-cultural investigation in the USA and 
China. Journal of Fashion Marketing and Management: An International 
Journal, 21(1), 70-87. 
Bradbury, K. E., Balkwill, A., Spencer, E. A., Roddam, A. W., Reeves, G. K., Green, 
J., ... and Beral, V. (2014). Organic food consumption and the incidence of 
cancer in a large prospective study of women in the United Kingdom. British 
Journal Of Cancer, 110(9), 2321.  
Brienza, R. S., Stein, M. D., and Fagan, M. J. (2002). Delay in obtaining 
conventional healthcare by famale internal medicine patients who use herbal 
therapies. Journal of Women Health and GenderBased Medicine, 11(1), 79–
87. 
Bues, M., Steiner, M., Stafflage, M., and Krafft, M. (2017). How mobile in‐store 
advertising influences purchase intention: Value drivers and mediating effects 
from a consumer perspective. Psychology and Marketing, 34(2), 157-174. 
Butler, K., Gordon, R., Roggeveen, K., Waitt, G., and Cooper, P. (2016). Social 
marketing and value in behaviour? Perceived value of using energy 
efficiently among low income older citizens. Journal of Social 
Marketing, 6(2), 144-168. 
Çabuk, S., Tanrikulu, C.,  and Gelibolu, L. (2014). Understanding organic food 
consumption: attitude as a mediator. International Journal of consumer 
studies, 38(4), 337-345. 
Calvo Porral, C., and Levy-Mangin, J. P. (2016). Food private label brands: the role 
of consumer trust on loyalty and purchase intention. British Food 
Journal, 118(3), 679-696. 
Candan, B., Ünal, S., and Erciş, A. (2013). Analysing the relationship between 
consumption values and brand loyalty of young people: A study on personal 
care products. Management, 29, 46. 
Cerri, J., Testa, F., and Rizzi, F. (2018). The more I care, the less I will listen to you: 
How information, environmental concern and ethical production influence 
 
155 
consumers' attitudes and the purchasing of sustainable products. Journal of 
Cleaner Production, 175, 343-353. 
Chamhuri, N., and Batt, P. J. (2015). Consumer perceptions of food quality in 
Malaysia. British Food Journal, 117(3), 1168-1187. 
Chan, K. M., Balvanera, P., Benessaiah, K., Chapman, M., Díaz, S., Gómez-
Baggethun, E., ... and Luck, G. W. (2016). Opinion: Why protect nature? 
Rethinking values and the environment. Proceedings of the National 
Academy of Sciences, 113(6), 1462-1465. 
Chang, N.J., and Fong, C.M. (2010). Green product quality, green corporate image, 
green customer satisfaction, and green customer loyalty. African Journal of 
Business Management, 4(13), 2836- 2844. 
Charter, M. (2017). Greener marketing: A responsible approach to business. 
Routledge. 
Chaturvedi, S.,  and Pandey, R. Mycorrhiza (2019). A beneficial approach for 
disease management in medicinal and aromatic plants. 
Chaudhuri, A.,  and Holbrook, M. B. (2001). The chain of effects from brand trust 
and brand affect to brand performance : The role of brand loyalty. Journal of 
Marketing, 65(2). 
Chen, M. F. (2007). Consumer attitudes and purchase intentions in relation to 
organic foods in Taiwan: Moderating effects of food-related personality 
traits. Food Quality and Preference, 18(7), 1008-1021. 
Chen, M. F., and Tung, P. J. (2014). Developing an extended theory of planned 
behavior model to predict consumers’ intention to visit green 
hotels. International journal of hospitality management, 36, 221-230. 
Chen, X., Cui, Z., Fan, M., Vitousek, P., Zhao, M., Ma, W., ... and Deng, X. (2014). 
Producing more grain with lower environmental costs. Nature, 514(7523), 
486. 
Chen, Y. H., Hsu, I. C., and Lin, C. C. (2010). Website attributes that increase 
consumer purchase intention: A conjoint analysis. Journal of business 
research, 63(9-10), 1007-1014. 
Chen, Y. S., and Chang, C. H. (2012). Enhance green purchase intentions: The roles 
of green perceived value, green perceived risk, and green trust. Management 
Decision, 50(3), 502-520. 
 
156 
Cheng, T. M., and Wu, H. C. (2015). How do environmental knowledge, 
environmental sensitivity, and place attachment affect environmentally 
responsible behavior? An integrated approach for sustainable island 
tourism. Journal of Sustainable Tourism, 23(4), 557-576. 
Chin, W. W. (2010). Bootstrap cross-validation indices for PLS path model 
assessment. In Handbook Of Partial Least Squares(pp. 83-97). Springer, 
Berlin, Heidelberg. 
Chiu, Y. W., Moore, R. W., Hsu, C. E., Huang, C. T., Liu, H. W., and Chuang, H. Y. 
(2008). Factors influencing women's quality of life in the later half of 
life. Climacteric, 11(3), 201-211. 
Chowdhury, M. S. (2007). Overcoming entrepreneurship development constraints: 
the case of Bangladesh. Journal of Enterprising Communities: People and 
Places in the Global Economy, 1(3), 240-251. 
Ciavolino, E. (2012). General distress as second order latent variable estimated 
through PLS-PM approach. Electronic Journal of Applied Statistical 
Analysis, 5(3), 458-464. 
Claiborne, C. B., and Sirgy, M. J. (2015). Self-image congruence as a model of 
consumer attitude formation and behavior: A conceptual review and guide for 
future research. In Proceedings of the 1990 academy of marketing science 
(AMS) annual conference (pp. 1-7). Springer, Cham. 
Cochran, W. G. (1977). Sampling techniques (3rd ed.). New York: John Wiley and 
Sons. 
Conner, M., and Sparks, P. (2005). Theory of planned behaviour and health 
behaviour. Predicting health behaviour, 2(1), 121-162. 
Copeland, M. (2009). Change Your Looks, Change Your Life: Quick Fixes and 
Cosmetic Surgery Solutions for Looking Younger, Feeling Healthier, and 
Living Better. 
Cosmetics Export to grow faster this year, The Malaysian Reserve, 2017 
Coutino, M. (2009). Legal and regulatory review The regulation of herbal medicine. 
Journal of Management and Marketing, 2(4), 442–447. 
Cronbach, L. J. (1971). Test validation. Educational measurement. 
Cui, J., Jo, H., and Velasquez, M. G. (2015). The influence of Christian religiosity on 
managerial decisions concerning the environment. Journal of Business 
Ethics, 132(1), 203-231. 
 
157 
Dagher, G., Itani, O., and Kassar, A. N. (2015). The impact of environment concern 
and attitude on green purchasing behavior: gender as the 
moderator. Contemporary Management Research, 11(2). 
Dangelico, R. M. (2016). Green product innovation: where we are and where we are 
going. Business Strategy and the Environment, 25(8), 560-576. 
Dardak, R. A., Abidin, A. Z. Z., and Ali, A. K. (2009). Consumers' perception, 
consumption and preference on organic product: Malaysian 
perspective. Economic and Technology Management Review, 4, 95-107. 
Das, V. (2015). Affliction: health, disease, poverty. Fordham University Press. 
Datta, S. K. (2011). Pro-environmental concern influencing green buying: A study on 
Indian consumers. International Journal of Business and management, 6(6), 
124. 
Davies, A., Titterington, A. J., and Cochrane, C. (1995). Who buys organic food? A 
profile of the purchasers of organic food in Northern Ireland. British Food 
Journal, 97(10), 17-23. 
Davis, M.P., 2010. DDT spray is safe. The Star Online, (Accessed 27 April 2016) 
Davvetas, V., and Diamantopoulos, A. (2017). “Regretting your brand-self?” The 
moderating role of consumer-brand identification on consumer responses to 
purchase regret. Journal of Business Research, 80, 218-227. 
De Leeuw, A., Valois, P., Ajzen, I., and Schmidt, P. (2015). Using the theory of 
planned behavior to identify key beliefs underlying pro-environmental 
behavior in high-school students: Implications for educational 
interventions. Journal of Environmental Psychology, 42, 128-138. 
De Leeuw, A., Valois, P., Ajzen, I., and Schmidt, P. (2015). Using the theory of 
planned behavior to identify key beliefs underlying pro-environmental 
behavior in high-school students: Implications for educational 
interventions. Journal of Environmental Psychology, 42, 128-138. 
De Magistris, T., and Gracia, A. (2008). The decision to buy organic food products 
in Southern Italy. British Food Journal, 110(9), 929-947. 
Delener, N. (1990). The Effects of Religious Factors on Perceived Risk in Durable 
Goods Purchase Decision. The Journal of Consumer Marketing, 7(3), 27-38. 
Delgado-Ballester, E.,  and Luis Munuera-Alemán, J. (2001). Brand trust in the 




Dergal, J. M., Gold, J. L., Laxer, D. A., Lee, M. S. W., Binns, M. A., Lanctôt, K. L., 
… Rochon, P. A. (2002). Potential interactions between herbal medicines and 
conventional drug therapies used by older adults attending a memory clinic. 
Drugs and Aging, 19(11), 879–886. 
Dodds, W. B., Monroe, K. B., and Grewal, D. (1991). Effects of price, brand, and 
store information on buyers’ product evaluations. Journal Of Marketing 
Research, 28(3), 307-319. 
Dunlap, R. E., and Jones, R. E. (2003). Environmental attitudes and 
values. Encyclopedia Of Psychological Assessment, 1, 364-369. 
Dutt, R., Zaheer, A., and Salim, M. (2017). Influence Of Advertising On Attitude Of 
Young Indian Consumers Â€“An Empirical Study. International Journal of 
Contemporary Research and Review, 8(04). 
Eagly AH, Chaiken S. 1998. Attitude structure and function. In The Handbook of 
Social Psychology, ed. DT Gilbert, ST Fiske, 2:269– 322. Boston: McGraw-
Hill. 4th ed 
Echeverría, G., Cantín, C. M., Ortiz, A., López, M. L., Lara, I., and Graell, J. (2015). 
The impact of maturity, storage temperature and storage duration on sensory 
quality and consumer satisfaction of ‘Big Top®’nectarines. Scientia 
Horticulturae, 190, 179-186. 
Efron, B., and Tibshirani, R. J. (1994). An Introduction To The Bootstrap. CRC 
press. 
Eid, R., and El-Gohary, H. (2015). The role of Islamic religiosity on the relationship 
between perceived value and tourist satisfaction. Tourism Management, 46, 
477-488. 
Engel, J. F., Blackwell, R. D., and Miniard, P. W. (1968). Consumer Behavior, New 
York.  
Engelland, B. T. (2014). Religion, humanism, marketing, and the consumption of 
socially responsible products, services, and ideas: Introduction to a special 
topic section. Journal of Business Research, 67(2), 1-4. 
Eşi, M., Nedelea, A.-M.,(2014) Mission of business organizations and the social-
economic entrepreneurship, 252. 
Essoo, N., and Dibb, S. (2004). Religious influences on shopping behaviour: an 
exploratory study. Journal Of Marketing Management, 20(7-8), 683-712. 
 
159 
Evans, C. L., Sutterfield, J. S., Morgan, S., and Mandella, M. S. (2012). The Effect 
of Religion upon Consumer Behavior. Journal of Management and 
Engineering Integration, 94. 
Facchinetti, F., Pedrielli, G., Benoni, G., Joppi, M., Verlato, G., Dante, G., … 
Cuzzolin, L. (2012). Herbal supplements in pregnancy: Unexpected results 
from a multicentre study. Human Reproduction, 27(11), 3161–3167.  
Fandos, C., and Flavian, C. (2006). Intrinsic and extrinsic quality attributes, loyalty 
and buying intention: an analysis for a PDO product. British Food 
Journal, 108(8), 646-662. 
Feldmann, C., and Hamm, U. (2015). Consumers’ perceptions and preferences for 
local food: A review. Food Quality and Preference, 40, 152-164. 
Felix, R., and Braunsberger, K. (2016). I believe therefore I care: The relationship 
between religiosity, environmental attitudes, and green product purchase in 
Mexico. International Marketing Review, 33(1), 137-155. 
Fianto, A. Y. A., Hadiwidjojo, D.,  and Aisjah, S. (2014). The influence of brand 
image on purchase behaviour through brand trust. Business Management and 
Strategy, 5(2), 58. 
Field, A. (2009). Discovering statistics using SPSS. London: Sage. 
Filieri, R., Alguezaui, S., and McLeay, F. (2015). Why do travelers trust 
TripAdvisor? Antecedents of trust towards consumer-generated media and its 
influence on recommendation adoption and word of mouth. Tourism 
Management, 51, 174-185. 
Fishbein, M. (1975). Ajzen. I.(1975). Belief, attitude, intention, and behavior: An 
introduction to theory and researchFayolle, A., and Gailly, B. (2015). The 
impact of entrepreneurship education on entrepreneurial attitudes and 
intention: Hysteresis and persistence. Journal Of Small Business 
Management, 53(1), 75-93. 
Fishbein, M. Ajzen. I.(1975). Belief, attitude, intention, and behavior: An 
introduction to theory and research. 
Fishbein, M., and Ajzen, I. (1975). Belief, Attitude, Intention and Behaviour : The 
Introduction to Theory and Research (pp. 1–520). Addison-Wesley 
Publishing Company, Inc. 
Flanagin, A. J., Metzger, M. J., Pure, R., Markov, A., and Hartsell, E. (2014). 
Mitigating risk in ecommerce transactions: perceptions of information 
 
160 
credibility and the role of user-generated ratings in product quality and 
purchase intention. Electronic Commerce Research, 14(1), 1-23. 
FMI, (2015). Malaysia Organic Cosmetics Market: Franchise Outlets and Beauty 
Salons Account for 53% of Sales. (Accessed 28 March 2016) 
Fonseca-Santos, B., Corrêa, M. A., and Chorilli, M. (2015). Sustainability, natural 
and organic cosmetics: consumer, products, efficacy, toxicological and 
regulatory considerations. Brazilian Journal of Pharmaceutical 
Sciences, 51(1), 17-26. 
Fornell, C., and Larcker, D. F. (1981). Evaluating structural equation models with 
unobservable variable and measuarement error. Journal of Marketing 
Research, 18(1), 39–50. 
Fornell, C., and Larcker, D. F. (1981). Structural equation models with unobservable 
variables and measurement error: Algebra and statistics. 
Frederiks, E. R., Stenner, K., and Hobman, E. V. (2015). Household energy use: 
Applying behavioural economics to understand consumer decision-making 
and behaviour. Renewable and Sustainable Energy Reviews, 41, 1385-1394. 
Gavrilescu, M., Demnerová, K., Aamand, J., Agathos, S., and Fava, F. (2015). 
Emerging pollutants in the environment: present and future challenges in 
biomonitoring, ecological risks and bioremediation. New 
Biotechnology, 32(1), 147-156. 
Gayatri, G., Hume, M., and Sullivan Mort, G. (2011). The role of Islamic culture in 
service quality research. Asian Journal on Quality, 12(1), 35-53. 
Geiss, O., Kephalopoulos, S., Chiamparino, T., Radovnikovic, A., Reina, V., and 
Barrero-Moreno, J. (2016). 346 Injury and accident data collection efforts in 
Europe in support of consumer product safety policy. Injury Prevention, 22, 
A127. 
Ghazali, E., Soon, P. C., Mutum, D. S., and Nguyen, B. (2017). Health and 
cosmetics: Investigating consumers’ values for buying organic personal care 
products. Journal of Retailing and Consumer Services, 39, 154-163. 
Ghvanidze, S., Velikova, N., Dodd, T. H., and Oldewage-Theron, W. (2016). 
Consumers' environmental and ethical consciousness and the use of the 
related food products information: The role of perceived consumer 
effectiveness. Appetite, 107, 311-322. 
 
161 
Gifford, R., and Nilsson, A. (2014). Personal and social factors that influence 
pro‐environmental concern and behaviour: A review. International Journal of 
Psychology, 49(3), 141-157. 
Gillen, M. M., and Dunaev, J. (2017). Body appreciation, interest in cosmetic 
enhancements, and need for uniqueness among US college students. Body 
image, 22, 136-143. 
Goeke, A., Flachsmann, F., and Lovchik, M. A. (2017). Improvements in or relating 
to organic compounds and their use as fragrance ingredients. 
Gogoi, B. J. (2013). Study of antecedents of purchase intention and its effect on 
brand loyalty of private label brand of apparel. International Journal of Sales 
and Marketing, 3(2), 73-86. 
Goh, S. K., Jiang, N.,  and Tee, P. L. (2016). The impact of brand trust, self-image 
congruence and usage satisfaction toward smartphone repurchase 
intention. International Review of Management and Marketing, 6(3), 436-
441. 
Goodson III, W. H., Lowe, L., Carpenter, D. O., Gilbertson, M., Manaf Ali, A., 
Lopez de Cerain Salsamendi, A., ... and Charles, A. K. (2015). Assessing the 
carcinogenic potential of low-dose exposures to chemical mixtures in the 
environment: the challenge ahead. Carcinogenesis, 36(Suppl_1), S254-S296. 
Goodson III, W. H., Lowe, L., Carpenter, D. O., Gilbertson, M., Manaf Ali, A., 
Lopez de Cerain Salsamendi, A., ... and Charles, A. K. (2015). Assessing the 
carcinogenic potential of low-dose exposures to chemical mixtures in the 
environment: the challenge ahead. Carcinogenesis, 36(Suppl_1), S254-S296. 
Green, M. S. (1999). Attitude ascription's affinity to measurement. International 
Journal of Philosophical Studies, 7(3), 323-348. 
Grunert, K. G., and Aachmann, K. (2016). Consumer reactions to the use of EU 
quality labels on food products: A review of the literature. Food Control, 59, 
178-187. 
Grunert, K. G., Loose, S. M., Zhou, Y., and Tinggaard, S. (2015). Extrinsic and 
intrinsic quality cues in Chinese consumers’ purchase of pork ribs. Food 
Quality and Preference, 42, 37-47. 
Guo, X., and Jiang, B. (2016). Signaling through price and quality to consumers with 
fairness concerns. Journal of Marketing Research, 53(6), 988-1000. 
 
162 
Guy, S., Kashima, Y., Walker, I., and O'Neill, S. (2014). Investigating the effects of 
knowledge and ideology on climate change beliefs. European Journal of 
Social Psychology, 44(5), 421-429. 
Haddock, G., Rothman, A. J., and Schwarz, N. (1996). Are (some) reports of attitude 
strength context dependent?. Canadian Journal of Behavioural 
Science/Revue canadienne des sciences du comportement, 28(4), 313. 
Hair Jr, J. F., Sarstedt, M., Ringle, C. M., and Gudergan, S. P. (2017). Advanced 
Issues In Partial Least Squares Structural Equation Modeling. Sage 
Publications. 
Hair Jr, J., Sarstedt, M., Hopkins, L., and G. Kuppelwieser, V. (2014). Partial least 
squares structural equation modeling (PLS-SEM) An emerging tool in 
business research. European Business Review, 26(2), 106-121. 
Hair, J. F., Gabriel, M., and Patel, V. (2014). AMOS covariance-based structural 
equation modeling (CB-SEM): Guidelines on its application as a marketing 
research tool. Brazilian Journal of Marketing, 13(2). 
Hair, J. F., Ringle, C. M., and Sarstedt, M. (2011). PLS-SEM: Indeed a silver 
bullet. Journal of Marketing theory and Practice, 19(2), 139-152. 
Hair, J. F., Ringle, C. M., and Sarstedt, M. (2013). Partial least squares structural 
equation modeling: Rigorous applications, better results and higher 
acceptance. Long Range Planning, 46(1-2), 1-12. 
Halim, W. Z. W., and Hamed, A. B. (2005). Consumer purchase Intention at 
traditional restaurant and fast food restaurant, Consumer Behavior. In Proc. 
the Australian and New Zealand Marketing Academy (ANZMAC) 
Conference (pp. 107-112). 
Haliru, M.,  and Mokhtar, S. (2015). The Mediating Effect of Perceived Safety and 
Trust on the Relationship between Perceived Justice and Customer Loyalty in 
the Nigerian Airline Industry. International Journal of Management Sciences 
and Business Research. 
Hall, P. (1992). The Bootstrap and Edgeworth Expansion, New York: Springer. 
Han, H., and Hyun, S. S. (2015). Customer retention in the medical tourism industry: 
Impact of quality, satisfaction, trust, and price reasonableness. Tourism 
Management, 46, 20-29. 
 
163 
Han, H., and Yoon, H. J. (2015). Hotel customers’ environmentally responsible 
behavioral intention: Impact of key constructs on decision in green 
consumerism. International Journal of Hospitality Management, 45, 22-33. 
Handford, C. E., Elliott, C. T., and Campbell, K. (2015). A review of the global 
pesticide legislation and the scale of challenge in reaching the global 
harmonization of food safety standards. Integrated Environmental 
Assessment And Management, 11(4), 525-536. 
Haris, M., Bahiah, N., Garrod, G., Gkartzios, M., and Proctor, A. (2018). The 
Decision to Adopt Organic Practices in Malaysia; a Mix-method Approach. 
Harley, K. G., Kogut, K., Madrigal, D. S., Cardenas, M., Vera, I. A., Meza-Alfaro, 
G., ... and Eskenazi, B. (2016). Reducing phthalate, paraben, and phenol 
exposure from personal care products in adolescent girls: findings from the 
HERMOSA intervention study. Environmental health perspectives, 124(10), 
1600-1607. 
Hassan, S. H., Yee, L. W., and Ray, K. J. (2015). Purchasing intention towards 
organic food among generation Y in Malaysia. 
Haws, K. L., Winterich, K. P., and Naylor, R. W. (2014). Seeing the world through 
GREEN-tinted glasses: Green consumption values and responses to 
environmentally friendly products. Journal of Consumer Psychology, 24(3), 
336-354. 
He, D., Lu, Y., and Zhou, D. (2008). Empirical study of consumers' purchase 
intentions in C2C electronic commerce. Tsinghua Science and 
Technology, 13(3), 287-292. 
Henchion, M. M., McCarthy, M., and Resconi, V. C. (2017). Beef quality attributes: 
A systematic review of consumer perspectives. Meat science, 128, 1-7. 
Henseler, J., and Chin, W. W. (2010). A comparison of approaches for the analysis 
of interaction effects between latent variables using partial least squares path 
modeling. Structural Equation Modeling, 17(1), 82-109. 
Henseler, J., Hubona, G., and Ray, P. A. (2016). Using PLS path modeling in new 
technology research: updated guidelines. Industrial Management and Data 
Systems, 116(1), 2-20. 
Henseler, J., Ringle, C. M., and Sarstedt, M. (2015). A new criterion for assessing 
discriminant validity in variance-based structural equation modeling. Journal 
Of The Academy Of Marketing Science, 43(1), 115-135. 
 
164 
Henseler, J., Ringle, C. M., and Sinkovics, R. R. (2009). The use of partial least 
squares path modeling in international marketing. In New Challenges To 
International Marketing (pp. 277-319). Emerald Group Publishing Limited. 
Hidayat, A., and Diwasasri, A. H. A. (2013). Factors influencing attitudes and 
intention to purchase counterfeit luxury brands among Indonesian 
consumers. International Journal of Marketing Studies, 5(4), 143. 
Hiscock, J. (2001), “Most trusted brands”, Marketing, 1 March, pp. 32-3 
Honkanen, P., Verplanken, B., and Olsen, S. O. (2006). Ethical values and motives 
driving organic food choice. Journal of Consumer Behaviour: An 
International Research Review, 5(5), 420-430. 
Hoogland, C. T., de Boer, J., and Boersema, J. J. (2007). Food and sustainability: Do 
consumers recognize, understand and value on-package information on 
production standards?. Appetite, 49(1), 47-57. 
Howard, J. A.,  and Sheth, J. N. (1969). The theory of buyer behavior. New York, 63. 
Hsiao, K. L., Chuan-Chuan Lin, J., Wang, X. Y., Lu, H. P.,  and Yu, H. (2010). 
Antecedents and consequences of trust in online product recommendations: 
An empirical study in social shopping. Online Information Review, 34(6), 
935-953. 
Hsu, C. L., and Chen, M. C. (2014). Explaining consumer attitudes and purchase 
intentions toward organic food: Contributions from regulatory fit and 
consumer characteristics. Food Quality and Preference, 35, 6-13. 
Hsu, C. L., Chang, C. Y., and Yansritakul, C. (2017). Exploring purchase intention 
of green skincare products using the theory of planned behavior: Testing the 
moderating effects of country of origin and price sensitivity. Journal of 
Retailing and Consumer Services, 34, 145-152. 
Hsu, M. H., Chuang, L. W., and Chiu, S. P. (2013). Perceived quality, perceived 
value and repurchase decision in online shopping context. In Applied 
Mechanics and Materials (Vol. 311, pp. 43-48). Trans Tech Publications. 
Hu, T. L., Chang, C. Y., Hsieh, W. C.,  and Chen, K. H. (2010). An Integrated 
Relationship On Brand Strategy, Brand Equity, Customer Trust And Brand 
Performance--An Empirical Investigation Of The Health Food 
Industry. International Journal of Organizational Innovation, 2(3). 
Huang, Y. C., Yang, M., and Wang, Y. C. (2014). Effects of green brand on green 
purchase intention. Marketing Intelligence and Planning, 32(3), 250-268. 
 
165 
Huber, S., and Huber, O. W. (2012). The centrality of religiosity scale 
(CRS). Religions, 3(3), 710-724. 
Hung, Y., de Kok, T. M., and Verbeke, W. (2016). Consumer attitude and purchase 
intention towards processed meat products with natural compounds and a 
reduced level of nitrite. Meat science, 121, 119-126. 
Hur, W.-M., Kim, H.K., Kim, H., 2013. Investigation of the relationship between 
service values and loyalty behaviors under high commitment. Serv. Bus. 7 
(1), 103–119. 
Huynh, M. T. X., and Olsen, S. O. (2015). Personality, Personal Values, and 
Consumer Participation in Self‐Production: The Case of Home Meal 
Preparation. Psychology and Marketing, 32(7), 709-724. 
Hwang, J. (2016). Organic food as self-presentation: The role of psychological 
motivation in older consumers' purchase intention of organic food. Journal of 
Retailing and Consumer Services, 28, 281-287. 
Iannuzzi, A. (2017). Greener products: The making and marketing of sustainable 
brands. CRC Press. 
Ibrahim, M. A., Hall, C. M., and Ballantine, P. W. (2019). Food retailing: Malaysian 
retailers’ perception of and attitude toward organic certification. Case Studies 
in Food Retailing and Distribution, 159-178. 
Iftikhar, A., Azam, F., Ashraf, S.,  and Tahir, H. M. (2017). Exploring the 
Relationship Between Religiosity, Brand Trust and Green Purchase Intention 
as a Catalyst of Attitude. Int. J. of Multidisciplinary and Current Research, 5, 
1485-1493. 
Irianto, D., Suhartanto, D., Purnamasari, D., and Megandini, Y. (2018). Examining 
product attributes, brand equity, and brand loyalty across domestic and 
international brand. Sustainable Collaboration in Business, Technology, 
Information and Innovation (SCBTII), 1(1). 
Jacquet, J. B., and Stedman, R. C. (2014). The risk of social-psychological disruption 
as an impact of energy development and environmental change. Journal of 
Environmental Planning and Management, 57(9), 1285-1304. 
Jamshidi, D., and Hussin, N. (2018). An integrated adoption model for Islamic credit 
card: PLS-SEM based approach. Journal of Islamic Accounting and Business 
Research, 9(3), 308-335. 
 
166 
Jessop, P. G., Ahmadpour, F., Buczynski, M. A., Burns, T. J., Green Ii, N. B., 
Korwin, R., and Pearl, R. (2015). Opportunities for greener alternatives in 
chemical formulations. Green Chemistry, 17(5), 2664-2678. 
Johnstone, M. L., and Tan, L. P. (2015). An exploration of environmentally-
conscious consumers and the reasons why they do not buy green 
products. Marketing Intelligence and Planning, 33(5), 804-825. 
Jung, N. Y., Kim, S., and Kim, S. (2014). Influence of consumer attitude toward 
online brand community on revisit intention and brand trust. Journal of 
Retailing and Consumer Services, 21(4), 581-589. 
Kanchanapibul, M., Lacka, E., Wang, X., and Chan, H. K. (2014). An empirical 
investigation of green purchase behaviour among the young 
generation. Journal of Cleaner Production, 66, 528-536. 
Kapferer, J. N. (2017). Managing luxury brands. In Advances in Luxury Brand 
Management (pp. 235-249). Palgrave Macmillan, Cham. 
Katz, E., Lazarsfeld, P. F., and Roper, E. (2017). Personal influence: The part played 
by people in the flow of mass communications. 
Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based 
brand equity. Journal Of Marketing, 57(1), 1-22. 
Khalek, A. A. (2014). Young consumers’ attitude towards halal food outlets and 
JAKIM's halal certification in Malaysia. Procedia-Social and Behavioral 
Sciences, 121, 26-34. 
Khraim, H. (2010). Measuring religiosity in consumer research from an Islamic 
perspective. Journal of Economic and Administrative Sciences, 26(1), 52-78. 
Kim, S., and Seock, Y. K. (2009). Impacts of health and environmental 
consciousness on young female consumers' attitude towards and purchase of 
natural beauty products. International Journal of Consumer Studies, 33(6), 
627-638. 
King, R. C., Schilhavy, R. A., Chowa, C., and Chin, W. W. (2016). Do customers 
identify with our website? The effects of website identification on repeat 
purchase intention. International Journal of Electronic Commerce, 20(3), 
319-354. 
Kleemann, L., Abdulai, A., and Buss, M. (2014). Certification and access to export 
markets: Adoption and return on investment of organic-certified pineapple 
farming in Ghana. World Development, 64, 79-92. 
 
167 
Kline, R. B. (2011). Principles and practice of structural equation.  
Kline, R. B. (2011). Convergence of structural equation modeling and multilevel 
modeling. na. 
Kolk, A. (2016). The social responsibility of international business: From ethics and 
the environment to CSR and sustainable development. Journal of World 
Business, 51(1), 23-34. 
Konuk, F. A. (2018). The role of store image, perceived quality, trust and perceived 
value in predicting consumers’ purchase intentions towards organic private 
label food. Journal of Retailing and Consumer Services, 43, 304-310. 
Kotler, P. Gary Armstrong: Principles of Marketing l M J. Prentice Hall, 1, 999. 
Krishnan, S. D., Amira, N. S., Atilla, U. N., Syafawani, S., and Hafiz, M. (2017). 
The usage of cosmetic in Malaysia: Understanding the major factors that 
affect the users. Management, 7(1), 48-51. 
Krosnick, J. A. (2018). Questionnaire design. The Palgrave Handbook Of Survey 
Research, 439-455. 
Krosnick, J. A., and Fabrigar, L. R. (1997). Designing rating scales for effective 
measurement in surveys. Survey Measurement And Process Quality, 141-164. 
Krosnick, J. A., Judd, C. M., and Wittenbrink, B. (2005). The measurement of 
attitudes. The Handbook Of Attitudes, 21, 76. 
Kumar, P., and Ghodeswar, B. M. (2015). Factors affecting consumers’ green 
product purchase decisions. Marketing Intelligence and Planning, 33(3), 330-
347. 
Kumar, S., and Schmitz, S. (2011). Managing recalls in a consumer product supply 
chain–root cause analysis and measures to mitigate risks. International 
Journal of Production Research, 49(1), 235-253. 
Kuzmina, E., and Danbury, A. H. (2017). The meanings of ‘organic’branding in the 
Russian skincare industry. 
Lada, S., Harvey Tanakinjal, G., and Amin, H. (2009). Predicting intention to choose 
halal products using theory of reasoned action. International Journal of 
Islamic and Middle Eastern Finance and Management, 2(1), 66-76. 
Lajuni, N., Wong, W. P. M., Yacob, Y., Ting, H., and Jausin, A. (2017). Intention to 
use Islamic banking products and its determinants. International Journal of 
Economics and Financial Issues, 7(1), 329-333. 
 
168 
Lardy-Fontan, S., Le Diouron, V., Drouin, C., Lalere, B., Vaslin-Reimann, S., 
Dauchy, X., and Rosin, C. (2017). Validation of a method to monitor the 
occurrence of 20 relevant pharmaceuticals and personal care products in 167 
bottled waters. Science of The Total Environment, 587, 118-127. 
Lassoued, R., and Hobbs, J. E. (2015). Consumer confidence in credence attributes: 
The role of brand trust. Food Policy, 52, 99-107. 
Lee, E. J., and Shin, S. Y. (2014). When do consumers buy online product reviews? 
Effects of review quality, product type, and reviewer’s photo. Computers in 
Human Behavior, 31, 356-366. 
Lee, H. J., and Yun, Z. S. (2015). Consumers’ perceptions of organic food attributes 
and cognitive and affective attitudes as determinants of their purchase 
intentions toward organic food. Food Quality And Preference, 39, 259-267. 
Lee, K. (2008). Opportunities for green marketing: young consumers. Marketing 
Intelligence And Planning, 26(6), 573-586. 
Lee, T. S., Ariff, M., Shoki, M., Zakuan, N., and Sulaiman, Z. (2016). Assessing 
Website Quality Affecting Online Purchase Intention of Malaysia's Young 
Consumers. Advanced Science, Engineering and Medicine, 8(10), 836-840. 
Lee, Y., Mitzi, D. B., Barnes, P. W., and Vogt, T. (2003). Pressure-induced phase 
transitions and templating effect in three-dimensional organic-inorganic 
hybrid perovskites. Physical Review B, 68(2), 020103. 
Li, J., Zepeda, L., and Gould, B. W. (2007). The demand for organic food in the US: 
an empirical assessment. Journal of Food Distribution Research, 38(856-
2016-57840), 54-69. 
Lien, C. H.,  and Cao, Y. (2014). Examining WeChat users’ motivations, trust, 
attitudes, and positive word-of-mouth: Evidence from China. Computers in 
Human Behavior, 41, 104-111. 
Lien, C. H., Wen, M. J., Huang, L. C.,  and Wu, K. L. (2015). Online hotel booking: 
The effects of brand image, price, trust and value on purchase intentions. Asia 
Pacific Management Review, 20(4), 210-218. 
Liere, K. D. V., and Dunlap, R. E. (1980). The social bases of environmental 
concern: A review of hypotheses, explanations and empirical 
evidence. Public opinion quarterly, 44(2), 181-197. 
 
169 
Limbu, Y. B., Wolf, M.,  and Lunsford, D. (2012). Perceived ethics of online 
retailers and consumer behavioral intentions: The mediating roles of trust and 
attitude. Journal of Research in Interactive Marketing, 6(2), 133-154. 
Lin, L. Y.,  and Lu, C. Y. (2010). The influence of corporate image, relationship 
marketing, and trust on purchase intention: the moderating effects of word-of-
mouth. Tourism review, 65(3), 16-34. 
Lin, Y., Yang, S., Hanifah, H., and Iqbal, Q. (2018). An Exploratory Study of 
Consumer Attitudes Toward Green Cosmetics in the UK 
Market. Administrative Sciences, 8(4), 71. 
Ling, C. Y. (2013). Consumers’ purchase intention of green products: an 
investigation of the drivers and moderating variable. Elixir Marketing 
Management, 1, 14503-14509. 
Lo, C., Frankowski, D., and Leskovec, J. (2016, August). Understanding behaviors 
that lead to purchasing: A case study of pinterest. In Proceedings Of The 
22nd ACM SIGKDD International Conference On Knowledge Discovery And 
Data Mining (pp. 531-540). ACM. 
Lohr, S. L. (2019). Sampling: Design and Analysis: Design and Analysis. Chapman 
and Hall/CRC. 
Loiseau, E., Saikku, L., Antikainen, R., Droste, N., Hansjürgens, B., Pitkänen, K., 
and Thomsen, M. (2016). Green economy and related concepts: An 
overview. Journal of Cleaner Production, 139, 361-371. 
Lotfizadeh, F. (2013). Religion and family structure: Two factors affecting on 
consumer decision making styles in Iran. International Journal of 
Management and Business Research, 3(2), 107-119. 
Lu, L. C., Chang, H. H., and Chang, A. (2015). Consumer personality and green 
buying intention: The mediate role of consumer ethical beliefs. Journal of 
Business Ethics, 127(1), 205-219. 
Lu, L. C., Chang, W. P.,  and Chang, H. H. (2014). Consumer attitudes toward 
blogger’s sponsored recommendations and purchase intention: The effect of 
sponsorship type, product type, and brand awareness. Computers in Human 
Behavior, 34, 258-266. 
Lu, L. C., Chang, W. P., and Chang, H. H. (2014). Consumer attitudes toward 
blogger’s sponsored recommendations and purchase intention: The effect of 
 
170 
sponsorship type, product type, and brand awareness. Computers in Human 
Behavior, 34, 258-266. 
Luchs, M. G., Naylor, R. W., Irwin, J. R., and Raghunathan, R. (2010). The 
sustainability liability: Potential negative effects of ethicality on product 
preference. Journal of Marketing, 74(5), 18-31. 
Lunny, S., Nelson, R., and Steinemann, A. (2017). Something in the air but not on 
the label: a call for increased regulatory ingredient disclosure for fragranced 
consumer products. UNSWLJ, 40, 1366. 
Luomala, H., Jokitalo, M., Karhu, H., Hietaranta-Luoma, H. L., Hopia, A., and 
Hietamäki, S. (2015). Perceived health and taste ambivalence in food 
consumption. Journal of Consumer Marketing, 32(4), 290-301. 
Mac Pherson, S. (2005). Self-esteem and cosmetic enhancement. Plastic Surgical 
Nursing, 25(1), 5-20. 
Madden, T. J., Ellen, P. S., and Ajzen, I. (1992). A comparison of the theory of 
planned behavior and the theory of reasoned action. Personality and social 
psychology Bulletin, 18(1), 3-9. 
Magnier, L., Schoormans, J., and Mugge, R. (2016). Judging a product by its cover: 
Packaging sustainability and perceptions of quality in food products. Food 
Quality and Preference, 53, 132-142. 
Magnusson, M. K., Arvola, A., Koivisto Hursti, U. K., Åberg, L., and Sjödén, P. O. 
(2001). Attitudes towards organic foods among Swedish consumers. British 
Food Journal, 103(3), 209-227. 
Malik, K., Singh, S., Basu, S., and Verma, A. (2017). Electrochemical reduction of 
CO2 for synthesis of green fuel. Wiley Interdisciplinary Reviews: Energy and 
Environment, 6(4), e244. 
Maniatis, P. (2016). Investigating factors influencing consumer decision-making 
while choosing green products. Journal of Cleaner Production, 132, 215-228. 
Manová, E., von Goetz, N., Hauri, U., Bogdal, C., and Hungerbühler, K. (2013). 
Organic UV filters in personal care products in Switzerland: a survey of 
occurrence and concentrations. International Journal Of Hygiene And 
Environmental Health, 216(4), 508-514. 
Mansor, N., Ali, D. E. B. M., and Yaacob, M. R. (2010). Cosmetic usage in 
Malaysia: understanding of the major determinants affecting the 
users. International Journal of Business and Social Science, 1(3). 
 
171 
Mansori, S., Sambasivan, M., and Md-Sidin, S. (2015). Acceptance of novel 
products: the role of religiosity, ethnicity and values. Marketing Intelligence 
and Planning, 33(1), 39-66. 
Marcoulides, G. A., Chin, W. W., and Saunders, C. (2009). A critical look at partial 
least squares modeling. Mis Quarterly, 33(1), 171-175. 
Marshall, J. P., and Wilcox, H. (2015). How Green and Does it Clean: 
Methodologies for Assessing Cleaning Products for Safety and Performance. 
In Developments in Surface Contamination and Cleaning (pp. 1-69). William 
Andrew Publishing. 
Maslin, K., and Venter, C. (2017). Nutritional aspects of commercially prepared 
infant foods in developed countries: a narrative review. Nutrition research 
reviews, 30(1), 138-148. 
Mastrobuoni, G., Peracchi, F., and Tetenov, A. (2014). Price as a signal of product 
quality: Some experimental evidence. Journal of Wine Economics, 9(2), 135-
152. 
Mathras, D., Cohen, A. B., Mandel, N., and Mick, D. G. (2016). The effects of 
religion on consumer behavior: A conceptual framework and research 
agenda. Journal of Consumer Psychology, 26(2), 298-311. 
Mazar, N., and Zhong, C. B. (2010). Do green products make us better 
people?. Psychological science, 21(4), 494-498. 
McDaniel, S. W., and Burnett, J. J. (1990). Consumer religiosity and retail store 
evaluative criteria. Journal of the Academy of marketing Science, 18(2), 101-
112. 
McNeill, L., and Moore, R. (2015). Sustainable fashion consumption and the fast 
fashion conundrum: fashionable consumers and attitudes to sustainability in 
clothing choice. International Journal of Consumer Studies, 39(3), 212-222. 
Michaelidou, N., and Hassan, L. M. (2008). The role of health consciousness, food 
safety concern and ethical identity on attitudes and intentions towards organic 
food. International Journal Of Consumer Studies, 32(2), 163-170. 
Migdalis, N. I., Tomlekova, N., Serdaris, P. K., and Yordanov, Y. G. (2014). The 
impact of religion on shopping behavior. International Journal of 
Management Research and Reviews, 4(12), 1120. 
Miller, L. M. S., and Cassady, D. L. (2015). The effects of nutrition knowledge on 
food label use. A review of the literature. Appetite, 92, 207-216. 
 
172 
Minton, E. A., Kahle, L. R., and Kim, C. H. (2015). Religion and motives for 
sustainable behaviors: A cross-cultural comparison and contrast. Journal of 
Business Research, 68(9), 1937-1944. 
Mirabi, V., Akbariyeh, H., and Tahmasebifard, H. (2015). A study of factors 
affecting on customers purchase intention. Journal of Multidisciplinary 
Engineering Science and Technology (JMEST), 2(1). 
Mohamad, S. S., Rusdi, S. D., and Hashim, N. H. (2014). Organic food consumption 
among urban consumers: Preliminary results. Procedia-Social and 
Behavioral Sciences, 130, 509-514. 
Mohammad, N. (2017). Intention to Purchase Organic Personal Care 
Product. Advanced Science Letters, 23(8), 7367-7369. 
Mohd Suki, N. (2016). Green product purchase intention: impact of green brands, 
attitude, and knowledge. British Food Journal, 118(12), 2893-2910. 
Mohd Suki, N. (2018). Determinants of consumers’ purchase intentions of organic 
vegetables: Some insights from Malaysia. Journal Of Food Products 
Marketing, 24(4), 392-412. 
Mohd Suki, N., and Mohd Suki, N. (2015). Consumption values and consumer 
environmental concern regarding green products. International Journal of 
Sustainable Development and World Ecology, 22(3), 269-278. 
Mokhlis, S. (2009). Relevancy and measurement of religiosity in consumer behavior 
research. International Business Research, 2(3), 75-84. 
Moser, A. K. (2015). Thinking green, buying green? Drivers of pro-environmental 
purchasing behavior. Journal of Consumer Marketing, 32(3), 167-175. 
Muhamad, N., and Mizerski, D. (2010). The constructs mediating religions' influence 
on buyers and consumers. Journal of Islamic Marketing, 1(2), 124-135. 
Mukhtar, A., and Mohsin Butt, M. (2012). Intention to choose Halal products: the 
role of religiosity. Journal of Islamic Marketing, 3(2), 108-120. 
Murphy, M. C., and Dweck, C. S. (2016). Mindsets shape consumer 
behavior. Journal of Consumer Psychology, 26(1), 127-136. 
Naderi, I., and Van Steenburg, E. (2018). Me first, then the environment: young 
Millennials as green consumers. Young Consumers, 19(3), 280-295. 
Narayanan, M., Sekar, P., Pasupathi, M., and Mukhopadhyay, T. (2017). 
Self‐preserving personal care products. International Journal Of Cosmetic 
Science, 39(3), 301-309. 
 
173 
Narayanaswamy, R., & Ismail, I. S. (2015). Cosmetic potential of Southeast Asian 
herbs: an overview. Phytochemistry Reviews, 14(3), 419-428. 
Nguyen, T. N., Lobo, A., Nguyen, H. L., Phan, T. T. H., and Cao, T. K. (2016). 
Determinants influencing conservation behaviour: Perceptions of Vietnamese 
consumers. Journal of Consumer Behaviour, 15(6), 560-570. 
Nuttavuthisit, K., and Thøgersen, J. (2017). The importance of consumer trust for the 
emergence of a market for green products: The case of organic food. Journal 
of Business Ethics, 140(2), 323-337. 
Nyadzayo, M. W., and Khajehzadeh, S. (2016). The antecedents of customer loyalty: 
A moderated mediation model of customer relationship management quality 
and brand image. Journal of Retailing and Consumer Services, 30, 262-270. 
Oh, T. H., Hasanuzzaman, M., Selvaraj, J., Teo, S. C., and Chua, S. C. (2018). 
Energy policy and alternative energy in Malaysia: Issues and challenges for 
sustainable growth–An update. Renewable and Sustainable Energy 
Reviews, 81, 3021-3031. 
Oliveira, T., Alhinho, M., Rita, P., and Dhillon, G. (2017). Modelling and testing 
consumer trust dimensions in e-commerce. Computers in Human 
Behavior, 71, 153-164. 
Olsen, M. C., Slotegraaf, R. J., and Chandukala, S. R. (2014). Green claims and 
message frames: how green new products change brand attitude. Journal of 
Marketing, 78(5), 119-137. 
Onel, N., 2016. Pro-environmental purchasing behavior of consumers. Social. Mark.  
Opiri, J., and Lang, C. (2016). The Impact of the Self-esteem and Consumption 
Values on Consumers Attitude and Intention to Purchase Luxury Fashion 
Products. 
Organic Monitor, 2009. Asia Companies Turning to Natural and Organic Cosmetic 
Standards. available at: 〈http://www.organicmonitor.com/r0910.htm〉 
(Accessed 28 March 2016).  
Ottman, J. (2017). The new rules of green marketing: Strategies, tools, and 
inspiration for sustainable branding. 
Palazzo, A. B., and Bolini, H. M. (2009). Multiple time‐intensity analysis and 




Pallant, J. 2001. SPSS Survival Manual: A Step By Step Guide To Data Analysis 
Using SPSS. Retrieved from www.openup.co.uk/spss 
Parida, R. R., and Sahney, S. (2017). Cultural influence on brand loyalty of rural 
consumers in the Indian context. Journal of Asia Business Studies, 11(1), 60-
72. 
Patel, N. (2003). Clinical psychology: Reinforcing inequalities or facilitating 
empowerment?. The International Journal of Human Rights, 7(1), 16-39. 
Paul, J., Modi, A., and Patel, J. (2016). Predicting green product consumption using 
theory of planned behavior and reasoned action. Journal Of Retailing And 
Consumer Services, 29, 123-134. 
Pavlou, P. A., and Fygenson, M. (2006). Understanding and predicting electronic 
commerce adoption: An extension of the theory of planned behavior. MIS 
quarterly, 115-143. 
Pearse, N. (2011). Deciding on the scale granularity of response categories of Likert 
type scales: The case of a 21-point scale. Electronic Journal of Business 
Research Methods, 9(2). 
Perrea, T., Krystallis, A., Engelgreen, C., and Chrysochou, P. (2017). Much too new 
to eat it? Customer value and its impact on consumer-product relationship in 
the context of novel food products. Journal of Product and Brand 
Management, 26(6), 616-630. 
Petrescu, D., and Petrescu-Mag, R. (2015). Organic food perception: fad, or healthy 
and environmentally friendly? A case on Romanian 
consumers. Sustainability, 7(9), 12017-12031. 
Phua, J., Jin, S. V.,  and Kim, J. J. (2017). Gratifications of using Facebook, Twitter, 
Instagram, or Snapchat to follow brands: The moderating effect of social 
comparison, trust, tie strength, and network homophily on brand 
identification, brand engagement, brand commitment, and membership 
intention. Telematics and Informatics, 34(1), 412-424. 
Ponte, E. B., Carvajal-Trujillo, E., and Escobar-Rodríguez, T. (2015). Influence of 
trust and perceived value on the intention to purchase travel online: 
Integrating the effects of assurance on trust antecedents. Tourism 
Management, 47, 286-302. 
Ponte, E. B., Carvajal-Trujillo, E., and Escobar-Rodríguez, T. (2015). Influence of 
trust and perceived value on the intention to purchase travel online: 
 
175 
Integrating the effects of assurance on trust antecedents. Tourism 
Management, 47, 286-302. 
Pradhan, D., Duraipandian, I., and Sethi, D. (2016). Celebrity endorsement: How 
celebrity–brand–user personality congruence affects brand attitude and 
purchase intention. Journal of Marketing Communications, 22(5), 456-473. 
Prakash, G., and Pathak, P. (2017). Intention to buy eco-friendly packaged products 
among young consumers of India: A study on developing nation. Journal of 
Cleaner Production, 141, 385-393. 
Pritchett, E. A. M. T. H., and Brettell, T. A. (2015). Determination of Preservatives 
in Cosmetics and Personal Care Products by LC–MS-MS. 
Punyatoya, P. (2014). Linking environmental awareness and perceived brand eco-
friendliness to brand trust and purchase intention. Global Business 
Review, 15(2), 279-289. 
Puth, G., Mostert, P., and Ewing, M. (1999). Consumer perceptions of mentioned 
product and brand attributes in magazine advertising. Journal of Product and 
Brand Management, 8(1), 38-50. 
Quinn, T., and Harper, R. A. (2018). Naturally derived ingredients are organically 
good for sunscreens. South African Pharmaceutical and Cosmetic 
Review, 45(2), 40-42. 
Rahbar, E., and Wahid, N. A. (2010). The Malaysian consumer and the environment: 
Purchase behavior. Global Business and Management Research: An 
International Journal, 2(4), 323-336. 
Rahman, I., and Reynolds, D. (2015). Wine: Intrinsic attributes and consumers’ 
drinking frequency, experience, and involvement. International Journal of 
Hospitality Management, 44, 1-11. 
Rajagopal,  and Rajagopal, A. (2017). Brand competition, peer influence, and 
purchase intentions towards fashion apparel in Mexico. International Journal 
of Business Excellence, 12(3), 386-412. 
Rajendran, K. N. (2015). Do Consumers Use the Same Quality Dimensions when 
Evaluating Products from Different Countries?. In Proceedings of the 1996 




Ramanathan, U., Bentley, Y., and Pang, G. (2014). The role of collaboration in the 
UK green supply chains: an exploratory study of the perspectives of 
suppliers, logistics and retailers. Journal of Cleaner Production, 70, 231-241. 
Rana, J., and Paul, J. (2017). Consumer behavior and purchase intention for organic 
food: A review and research agenda. Journal of Retailing and Consumer 
Services, 38, 157-165. 
Rani, P. (2014). Factors influencing consumer behaviour. International Journal Of 
Current Research And Academic Review, 2(9), 52-61. 
Rehman, A. U., and Shahbaz Shabbir, M. (2010). The relationship between 
religiosity and new product adoption. Journal of Islamic Marketing, 1(1), 63-
69. 
Ritter, A. M., Borchardt, M., Vaccaro, G. L., Pereira, G. M., and Almeida, F. (2015). 
Motivations for promoting the consumption of green products in an emerging 
country: exploring attitudes of Brazilian consumers. Journal of Cleaner 
Production, 106, 507-520. 
Roberts, J. A., and Bacon, D. R. (1997). Exploring the subtle relationships between 
environmental concern and ecologically conscious consumer 
behavior. Journal Of Business Research, 40(1), 79-89. 
Romaniuk, J., and Nenycz-Thiel, M. (2013). Behavioral brand loyalty and consumer 
brand associations. Journal of Business Research, 66(1), 67-72. 
Rotblatt, M. D. (1999). Herbal medicine: A practical guide to safety and quality 
assurance. The Western Journal of Medicine, 171, 172–175. 
Rozekhi, N. A., Hussin, S., and Noor, A. M. (2014). Attributable e-commerce toward 
purchase intention: online search of food product. The SIJ Transactions on 
Industrial, Financial and Business Management (IFBM), 2(3), 128-134. 
Rubik, F., and Frankl, P. (2017). The future of eco-labelling: Making environmental 
product information systems effective. 
Rungtrakulchai, R. (2013). The relationship between price deals, perceived quality, 
and brand equity for a high involvement product. AU Journal of 
Management, 11(2), 36-45. 
Sabnis, G. M. (2015). Green building with concrete: sustainable design and 
construction. CRC Press. 
Safford, B., Api, A. M., Barratt, C., Comiskey, D., Daly, E. J., Ellis, G., ... and 
Thomas, R. (2015). Use of an aggregate exposure model to estimate 
 
177 
consumer exposure to fragrance ingredients in personal care and cosmetic 
products. Regulatory Toxicology and Pharmacology, 72(3), 673-682. 
Sahin, A., Zehir, C.  and Kitapci, H. 2011. The effects of brand experiences, trust and 
satisfaction on building brand loyalty: An empirical research on global 
brands. In the Proceedings of 7th International Strategic Management 
Conference, Procedia – Social and Behavioural Sciences, 24: 1288-1301 
Saleem, B., and Recker, A. (2014). The Effects of Consumer Knowledge and Values 
on Attitudes and Purchase Intentions: A Quantitative Study of Organic 
Personal Care Products Among German Female Consumers. 
Saleh Omar, B., Quoquab, F., and Mohammad, J. (2019). “No Plastic Bag” 
Campaign of Malaysia. In Green Behavior and Corporate Social 
Responsibility in Asia (pp. 113-119). Emerald Publishing Limited. 
Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., and Hair Jr, J. F. (2014). Partial 
least squares structural equation modeling (PLS-SEM): A useful tool for 
family business researchers. Journal of Family Business Strategy, 5(1), 105-
115. 
Saunders, K. C., Ghanem, A., Hon, W. B., Hilder, E. F., and Haddad, P. R. (2009). 
Separation and sample pre-treatment in bioanalysis using monolithic phases: 
A review. Analytica Chimica Acta, 652(1-2), 22-31. 
Schiffman, L. G., and Kanuk, L. L. (2000). Consumer behavior, 7th. NY: Prentice 
Hall, 15-36. 
Schivinski, B., and Dabrowski, D. (2016). The effect of social media communication 
on consumer perceptions of brands. Journal of Marketing 
Communications, 22(2), 189-214. 
Schleenbecker, R., and Hamm, U. (2013). Consumers’ perception of organic product 
characteristics. A review. Appetite, 71, 420-429. 
Schuitema, G., and De Groot, J. I. (2015). Green consumerism: The influence of 
product attributes and values on purchasing intentions. Journal of Consumer 
Behaviour, 14(1), 57-69. 
Schwartz, S. H. (1994). Are there universal aspects in the structure and contents of 
human values?. Journal of social issues, 50(4), 19-45. 




Shah, S. S. H., Aziz, J., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., and Sherazi, 
S. K. (2012). The impact of brands on consumer purchase intentions. Asian 
Journal of Business Management, 4(2), 105-110. 
Shaharudin, M. R., Pani, J. J., Mansor, S. W., Elias, S. J., and Sadek, D. M. (2010). 
Purchase intention of organic food in Kedah, Malaysia; A religious 
overview. International Journal of Marketing Studies, 2(1), 96. 
Shaheen, S. A., Zhang, H., Martin, E., and Guzman, S. (2011). China's Hangzhou 
public bicycle: understanding early adoption and behavioral response to 
bikesharing. Transportation Research Record, 2247(1), 33-41. 
Shahnaei, S. (2012). The impact of individual differences on green purchasing of 
Malaysian consumers. International Journal of Business and Social 
Science, 3(16). 
Sharaf, M. A., Isa, F. M., and Al-Qasa, K. (2015). Factors Affecting Young 
Malaysians' Intention to Purchase Green Products. Merit Research Journal of 
Business and Management (ISSN: 2408-7041) Vol, 3(3), 029-033. 
Sheth, J. N., Newman, B. I., and Gross, B. L. (1991). Why we buy what we buy: A 
theory of consumption values. Journal of business research, 22(2), 159-170. 
Shiban, M. A. S. (2014). Young consumers’ intention towards future green 
purchasing in Malaysia. 
Shropshire, J., Warkentin, M., and Sharma, S. (2015). Personality, attitudes, and 
intentions: Predicting initial adoption of information security 
behavior. Computers and Security, 49, 177-191. 
Silva, A. G., Canavari, M., and Wander, A. E. (2017). Consumers Intention Towards 
Purchasing Ip Certified Beans: An Analysis Using The Theory Of Planned 
Behaviour (Tpb). Organizações Rurais and Agroindustriais, 19(3), 204-218. 
Simmonds, G., and Spence, C. (2017). Thinking inside the box: How seeing products 
on, or through, the packaging influences consumer perceptions and purchase 
behaviour. Food Quality and Preference, 62, 340-351. 
Siti Zulaikha, R., Sharifah Norkhadijah, S. I., and Praveena, S. M. (2015). Hazardous 
ingredients in cosmetics and personal care products and health concern: a 
review. Public Health Res, 5(1), 7-15. 
Smith, M., Cho, E., and Smith, K. R. (2016). The effects of young consumers’ 
perceptions of environment-friendly shopping bags and environmental 
consciousness on attitudes and purchase intentions., 24(5), 687-696. 
 
179 
Somasundram, C., Razali, Z., and Santhirasegaram, V. (2016). A Review on organic 
food production in Malaysia. Horticulturae, 2(3), 12. 
Sood, J., and Nasu, Y. (1995). Religiosity and nationality: An exploratory study of 
their effect on consumer behavior in Japan and the United States. Journal of 
Business Research, 34(1), 1-9. 
Soto, M., Parada, M., Falqué, E., and Domínguez, H. (2018). Personal-care products 
formulated with natural antioxidant extracts. Cosmetics, 5(1), 13. 
Souiden, N.,  and Jabeur, Y. (2015). The impact of Islamic beliefs on consumers’ 
attitudes and purchase intentions of life insurance. International Journal of 
Bank Marketing, 33(4), 423-441. 
Souiden, N.,  and Rani, M. (2015). Consumer attitudes and purchase intentions 
toward Islamic banks: the influence of religiosity. International Journal of 
Bank Marketing, 33(2), 143-161. 
Spears, N., and Singh, S. N. (2004). Measuring attitude toward the brand and 
purchase intentions. Journal Of Current Issues and Research In 
Advertising, 26(2), 53-66. 
Stenton, S. B., Bungard, T. J., and Ackman, M. L. (2001). Interactions between 
warfarin and herbal products, minerals and vitamins : A pharmacist’s guide. 
Canadian Journal of Hospital Pharmacy, 54(3), 186–192.  
Stephen, A.,  and Godwin, S. A. (2009). The concept and measurement of perceived 
risk: A marketing application in the context of the new product development 
process. In Proceddings of ASBBS (Vol. 16, pp. 1–9) 
Suki, N. M., Suki, N. M., and Azman, N. S. (2016). Impacts of corporate social 
responsibility on the links between green marketing awareness and consumer 
purchase intentions. Procedia Economics and Finance, 37, 262-268. 
Suprapto, B., and Wijaya, T. (2012). Intentions of Indonesian consumers on buying 
organic food. International Journal of Trade, Economics and Finance, 3(2), 
114-119. 
Sweeney, J. C., and Soutar, G. N. (2001). Consumer perceived value: The 
development of a multiple item scale. Journal of retailing, 77(2), 203-220. 
Swimberghe, K., Flurry, L. A., and Parker, J. M. (2011). Consumer religiosity: 
Consequences for consumer activism in the United States. Journal of 
business ethics, 103(3), 453-467. 
 
180 
Swimberghe, K., Sharma, D., and Flurry, L. (2009). An exploratory investigation of 
the consumer religious commitment and its influence on store loyalty and 
consumer complaint intentions. Journal of Consumer Marketing, 26(5), 340-
347. 
Tan, B. C., Chai, L. T., and Min, P. S. (2017, April). Attitude towards eating 
“green”: Do consumer consciousness, healthy lifestyle, and value orientation 
matter. In Conference Paper(pp. 153-160). 
Tan, C. W., Benbasat, I., and Cenfetelli, R. T. (2016). An Exploratory Study of the 
Formation and Impact of Electronic Service Failures. Mis Quarterly, 40(1), 1-
29. 
Tan, L. P., Johnstone, M. L., and Yang, L. (2016). Barriers to green consumption 
behaviours: The roles of consumers' green perceptions. Australasian 
Marketing Journal (AMJ), 24(4), 288-299. 
Tarkiainen, A., and Sundqvist, S. (2005). Subjective norms, attitudes and intentions 
of Finnish consumers in buying organic food. British Food Journal, 107(11), 
808-822. 
Teng, C. C., and Wang, Y. M. (2015). Decisional factors driving organic food 
consumption: Generation of consumer purchase intentions. British Food 
Journal, 117(3), 1066-1081. 
Teo, C. H., Ng, C. J., and White, A. (2017). Factors influencing young men's 
decision to undergo health screening in Malaysia: a qualitative study. BMJ 
open, 7(3), e014364. 
Testa, F., Iraldo, F., Vaccari, A., and Ferrari, E. (2015). Why eco‐labels can be 
effective marketing tools: Evidence from a study on Italian 
consumers. Business Strategy and the Environment, 24(4), 252-265. 
Thieme, J., Royne, M. B., Jha, S., Levy, M., and Barnes McEntee, W. (2015). 
Factors affecting the relationship between environmental concern and 
behaviors. Marketing Intelligence and Planning, 33(5), 675-690. 
Thorsøe, M. H., Christensen, T., and Povlsen, K. K. (2016). “‘Organics’ are good, 
but we don’t know exactly what the term means!” Trust and Knowledge in 
Organic Consumption. Food, Culture and Society, 19(4), 681-704. 
Tillman, R.,  and Kirkpatrick, C. A. (1972). Promotion: Persuasive Communication 
In Marketing. Home-wood, Illinois: Richard D. Irwin. 
 
181 
Tsakiridou, E., Boutsouki, C., Zotos, Y., and Mattas, K. (2008). Attitudes and 
behaviour towards organic products: an exploratory study. International 
Journal of Retail and Distribution Management, 36(2), 158-175. 
Tseng, W. C., and Chang, C. H. (2015). A Study of Consumers' Organic Products 
Buying Behavior in Taiwan-Ecologically Conscious Consumer Behavior as a 
Segmentation Variable. International Proceedings of Economics 
Development and Research, 84, 43. 
Tuškej, U., Golob, U., and Podnar, K. (2013). The role of consumer–brand 
identification in building brand relationships. Journal of business 
research, 66(1), 53-59. 
Usman, H., Tjiptoherijanto, P., Balqiah, T. E., and Agung, I. G. N. (2017). The role 
of religious norms, trust, importance of attributes and information sources in 
the relationship between religiosity and selection of the Islamic bank. Journal 
of Islamic Marketing, 8(2), 158-186. 
Van Doorn, J., and Verhoef, P. C. (2015). Drivers of and barriers to organic purchase 
behavior. Journal of Retailing, 91(3), 436-450. 
van Giesen, R. I., Fischer, A. R., and van Trijp, H. C. (2018). Changes in the 
influence of affect and cognition over time on consumer attitude formation 
toward nanotechnology: A longitudinal survey study. Public Understanding 
of Science, 27(2), 168-184. 
van Harreveld, F., Nohlen, H. U., and Schneider, I. K. (2015). The ABC of 
ambivalence: Affective, behavioral, and cognitive consequences of attitudinal 
conflict. In Advances in experimental social psychology (Vol. 52, pp. 285-
324). Academic Press. 
Van Loo, E. J., Diem, M. N. H., Pieniak, Z., and Verbeke, W. (2013). Consumer 
attitudes, knowledge, and consumption of organic yogurt. Journal Of Dairy 
Science, 96(4), 2118-2129. 
Varshneya, G., and Das, G. (2017). Experiential value: Multi-item scale development 
and validation. Journal of Retailing and Consumer Services, 34, 48-57. 
Venkatesh, V., 1999. Creation of favorable user perceptions: exploring the role of 
intrinsic motivation. MIS Quarterly 23 (2), 239–260. 
Voiskounsky, A. E. (2010). Internet addiction in the context of positive 
psychology. Psychology In Russia: State Of The Art, 3, 541-549. 
 
182 
Vukasovič, T. (2016). Consumers’ perceptions and behaviors regarding organic 
fruits and vegetables: Marketing trends for organic food in the twenty-first 
century. Journal of International Food and Agribusiness Marketing, 28(1), 
59-73. 
Wahyuni, P. (2013). Predicting knowledge sharing intention based on theory of 
reasoned action framework: An empirical study on higher education 
institution. American International Journal of Contemporary Research, 3(1), 
138-147. 
Wall, M., Liefeld, J., and Heslop, L. (2015). The Effects of Intrinsic and Extrinsic 
Cues and Consumer Characteristics on Product Evaluations and Choice: 
Australian Consumers. In Proceedings of the 1995 World Marketing 
Congress (pp. 450-458). Springer, Cham. 
Wan, C., Shen, G. Q., and Choi, S. (2017). Experiential and instrumental attitudes: 
Interaction effect of attitude and subjective norm on recycling 
intention. Journal of Environmental Psychology, 50, 69-79. 
Wang, Y. H., and Lee, C. C. (2016). Does Winning an Award Matter to Brand Trust 
and Purchase Intention? Evidence from Franklin Templeton 
Investments. Journal of Business and Economic Policy, 3(1). 
Wee, C. S., Ariff, M. S. B. M., Zakuan, N., Tajudin, M. N. M., Ismail, K., and Ishak, 
N. (2014). Consumers perception, purchase intention and actual purchase 
behavior of organic food products. Review of Integrative Business and 
Economics Research, 3(2), 378. 
Weiner, H. E. (2017). Wearing your Ethics: Investigating Consumer Purchase 
Intention of Ethically Produced Fashion Products. 
Wetzels, M., Odekerken-Schröder, G., and Van Oppen, C. (2009). Using PLS path 
modeling for assessing hierarchical construct models: Guidelines and 
empirical illustration. MIS quarterly, 177-195. 
Whitley, R. (2012). “Thank you God”: Religion and recovery from dual diagnosis 
among low-income African Americans. Transcultural Psychiatry, 49(1), 87-
104. 
Wilkes, R. E., Burnett, J. J., and Howell, R. D. (1986). On the meaning and 
measurement of religiosity in consumer research. Journal of the Academy of 
Marketing Science, 14(1), 47-56. 
 
183 
Wortel, V. A., and Wiechers, J. W. (2000). Skin sensory performance of individual 
personal care ingredients and marketed personal care products. Food quality 
and preference, 11(1-2), 121-127. 
Wu, J. H., Wu, C. W., Lee, C. T., and Lee, H. J. (2015). Green purchase intentions: 
An exploratory study of the Taiwanese electric motorcycle market. Journal of 
Business Research, 68(4), 829-833. 
Yadav, R., and Pathak, G. S. (2016). Young consumers' intention towards buying 
green products in a developing nation: Extending the theory of planned 
behavior. Journal of Cleaner Production, 135, 732-739. 
Yazar, K., Seimyr, G. Ö., Novak, J. A., White, I. R., and Lidén, C. (2014). 
Readability of product ingredient labels can be improved by simple means: an 
experimental study. Contact dermatitis, 71(4), 233-241. 
Yazdanpanah, M., and Forouzani, M. (2015). Application of the Theory of Planned 
Behaviour to predict Iranian students' intention to purchase organic 
food. Journal of Cleaner Production, 107, 342-352. 
Yeo, V. C. S., Goh, S. K., and Rezaei, S. (2017). Consumer experiences, attitude and 
behavioral intention toward online food delivery (OFD) services. Journal of 
Retailing and Consumer Services, 35, 150-162. 
Yeon Kim, H., and Chung, J. E. (2011). Consumer purchase intention for organic 
personal care products. Journal of consumer Marketing, 28(1), 40-47. 
Yeung, R. M., and Morris, J. (2001). Food safety risk: Consumer perception and 
purchase behaviour. British Food Journal, 103(3), 170-187. 
Yin, S., Wu, L., Du, L., and Chen, M. (2010). Consumers' purchase intention of 
organic food in China. Journal of the Science of Food and Agriculture, 90(8), 
1361-1367. 
Yin, S., Wu, L., Du, L., and Chen, M. (2010). Consumers' purchase intention of 
organic food in China. Journal of the Science of Food and Agriculture, 90(8), 
1361-1367. 
Yong, N. L., Ariffin, S. K., Nee, G. Y., and Wahid, N. A. (2017). A Study of Factors 
influencing Consumer's Purchase Intention toward Green Vehicles: Evidence 
from Malaysia. Global Business and Management Research, 9(4s), 281-297. 
Young Kim, E., and Kim, Y. K. (2004). Predicting online purchase intentions for 
clothing products. European journal of Marketing, 38(7), 883-897. 
 
184 
Yunus, M., Mat Som, R., Abdul Majid, A., Aziz, U. A., Munirah, U., Abas, M., and 
Khalid, M. (2018). Generation Y Purchase Intention of Personal Care 
Products: The Influence of Attitude, Subjective Norms and Perceived 
Behavioural Control Journal of International Business, Economics and 
Entrepreneurship, 3(2), 30-36. 
Yunus, N. S. N. M., Rashid, W. E. W., Ariffin, N. M., and Rashid, N. M. (2014). 
Muslim's purchase intention towards non-Muslim's Halal packaged food 
manufacturer. Procedia-Social and Behavioral Sciences, 130, 145-154.  
Zaffani, S., Cuzzolin, L., and Benoni, G. (2006). Herbal products: behaviors and 
beliefs among Italian women. Pharmacoepidemiology and Drug Safety, 15, 
354–359. 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-
end model and synthesis of evidence. Journal Of Marketing, 52(3), 2-22. 
Zhao, H. H., Gao, Q., Wu, Y. P., Wang, Y., and Zhu, X. D. (2014). What affects 
green consumer behavior in China? A case study from Qingdao. Journal of 
Cleaner Production, 63, 143-151. 
Zhao, R., Geng, Y., Liu, Y., Tao, X., and Xue, B. (2018). Consumers’ perception, 
purchase intention, and willingness to pay for carbon-labeled products: A 
case study of Chengdu in China. Journal Of Cleaner Production, 171, 1664-
1671. 
Zhu, D. H., and Chang, Y. P. (2014). Investigating consumer attitude and intention 
toward free trials of technology-based services. Computers in Human 
Behavior, 30, 328-334. 
Zuraidah, R., Hashima, H., Yahya, K., and Mohamad, S. (2012). Environmental 
conscious behaviour among male and female Malaysian consumers. OIDA 
International Journal of Sustainable Development, 4(8), 55-64. 
 
 
 
 
